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ABSTRACT

This study examined how source expertise, objective information about product
ingredients and benefits, review length, and the use of promotional language influence the
perceived credibility of a sponsored review post for skincare products. This study carried out
4 in-depth interviews and online survey to 106 millennials living in the U.S. Results indicated
that subjective comments about a reviewer’s personal experiences had a higher level of
perceived credibility of a review post than objective information about product ingredients
and benefits. With regard to source expertise, a sponsored review post written by an
influencer with higher expertise was perceived as more reliable than a review post written by
an influencer with lower expertise. This study also found that a lengthy post had a more
positive effect on the perceived credibility of a post than a short post. Promotional language
had a negative effect on the reliability of a post. A sponsored review post without a
promotional message was evaluated more positively in terms trustworthiness than a post
including promotional language.

KEYWORDS:
Sponsored Posts, Influencer Marketing, Electronic Word of Mouth, Skincare, Perceived
Credibility, Source Expertise, Review Style, Review Length, Promotional Language
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CHAPTER 1
INTRODUCTIOON

Influencer marketing is on the rise. According to the Association of National
Advertisers, 75% of national advertisers in the U.S. implement influencer marketing and 43%
of them plan to raise their influencer marketing budgets on it over the next 12 months
(Association of National Advertisers, 2018). Along with fashion and food, beauty has been
one of the key sectors that have adopted influencer marketing aggressively. A common
tactic in influencer marketing is a sponsored review post. To reach a larger audience,
companies pay influencers or send them free samples in exchange for their product review
posts.
While many researchers have examined the effects of influencer marketing and the
trusted relationship between consumers and influencers, the question concerning factors that
influence consumers’ perceptions about sponsored review posts remains unaddressed. Thus,
this study aims to explore consumers’ perceptions of sponsored review posts by focusing on
credibility. Credibility is a critical belief in regard to the persuasiveness of word of mouth
(WOM) since it influences a consumer’s intention to change his or her attitude toward the
information provided (Hovland, Janis, and Kelly, 1953).
Many scholars have found that the relationship between influencers and their
followers is based on trust. However, some recent research findings point out that trust in
influencer marketing is dwindling. According to Dealspotr’s 2017 Millennial Shopper
Survey, 52% of millennials trust social media influencers less than they used to (Dealspotr,
2017). Another study by Bazaarvoice shows that 47% of consumers feel fatigued by
repetitive influencer posts and 23% think the quality of influencer content is declining
(Bazaarvoice, 2018). This indicates more research is needed on strategies to create engaging
influencer content that audiences can trust. Accordingly, this study seeks to identify
effective influencer marketing strategies by investigating what factors positively affect
consumers’ perceptions of the credibility of a sponsored review post.
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CHAPTER 2
BACKGROUND
Influencer Marketing and Sponsored Posts

Influencer marketing is a process of identifying and engaging individuals who
create significant impacts on specific target audiences with the goal of reaching the
segmented market of consumers and increasing sales and engagement as part of marketing
activities (Sudha & Sheena, 2017). Kearney & MacEvill (2017) define influencer marketing
as “a type of marketing that focuses on using key leaders to drive a brand’s message to the
larger market.” Influencer marketing is the “art and science of engaging people who are
influential online to share brand messages with their audiences in the form of sponsored
content” (Sammis, Lincoln & Pomponi, 2016).
Influencers are defined as individuals who have the power to influence purchasing
decisions of others because of their (real or perceived) authority, knowledge, position, or
relationship (Businessdictionary.com, 2017). Others define social influencers as the people
who act as a type of third-party endorser, who shapes audience attitudes (Freberg, Freberg,
Graham, & McGaughey, 2010). An influencer is “a real, relatable person who has attracted a
loyal following on their blog or social media channels” (Esseveld, 2016). Social mediabased influencer marketing has become a highly common way for companies to engage their
consumers online due to its ability to reach a large number of customers in a relatively short
space of time and its cost-effectiveness compared to traditional ad campaigns (Phua, Jin and
Kim 2016).
Sponsored influencer post is a key part of influencer marketing. Mutum and Wang
(2010) define sponsored posts in the context of blogs as “promoted blog entries or posts that
contain links that point to the home page or specific product pages of the website of the
sponsor for which the blogger receives compensation in the form of money, products,
services or in other ways.” Sellers could offer free samples to an influencer in the hope that
the opinion leader posts a product review. Companies can also contract with influencers and
pay them for posting about their brands or products on their personal blogs or social media
accounts (Sammis, Lincoln & Pomponi, 2016). According to a report published by Mediakix,
in 2016, the total number of brand sponsored influencer posts was 9.7 million (Mediakix,
2016). Of all social media platforms, Instagram is the leading platform for influencer
marketing. In 2017, the global Instagram influencer marketing industry was worth $1.07
billion (Statista, 2019).
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The Federal Trade Commission (FTC) developed Endorsement Guides for
sponsored social media content. The FTC rules state that influencers as well as customers
must disclose their connections with brands when endorsing products or brands through
social media (Federal Trade Commission, 2017). The connections can include being paid,
receiving a gift, or any personal or business relationship with the business (Chacon, 2017).
Those connections should be disclosed with understandable language such as adding
hashtags like “#Ad” or “Sponsored” or saying, for example, “Thanks XYZ for the gift of
ABC product” (Federal Trade Commission, 2017).

Skincare Industry

The beauty industry can be broken into five main segments: skincare, haircare,
color (make-up), fragrances and toiletries (Łopaciuk & Łoboda, 2013). According to a
market report entitled Global Emollient Market 2019-2023 by Technavio, the skincare
segment took up the largest market share of the beauty market segmentations (skin care, hair
care, cosmetics, and others), accounting for about 36% share (Technavio, 2018). The global
skin care products market size was valued at $134.8 billion in 2018 and is expected to reach
$177.15 billion by 2024, according to a report by Grand View Research, Inc (Grand View
Research, 2019).
Ingredients in skincare products are significant factors affecting consumers’ buying
decisions. A report entitled Women’s Facial Skincare Consumer Report 2017 from The
NPD Group found that 50 percent of the respondents that consist of women in the U.S.
typically use skincare products that are hypoallergenic or formulated for sensitive skin and
fragrance free. The same report also revealed that 48 percent usually seek products that are
made from natural or organic ingredients and 40 percent usually purchase products that are
free of parabens, phthalates, sulfates, and/or gluten. According to another survey report
(2017) from Label Insight, 68% of 1,000 American women believe it is important or
extremely important to consider the ingredients when purchasing a personal care product.
Consumers’ driving demands for skin care products are healthy, glowing and youthful skin,
according to a recent report entitled Segmenting Consumer Skin Care Expectations (2018)
from Euromonitor. The same report divided major consumer expectations from skin care
products into five categories: rejuvenating, age-defying, age-reversing, imperfection
correcting and beauty enhancing. Consumers in the beauty industry are demanding more
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effectual ingredients and formulations, which is driving the sector to continually evolve
(Euromonitor, 2018).
The beauty industry is a leading sector in influencer marketing. According to a
report (2018) from the influencer marketing company, Buzzoole, beauty brands (13%) are
the second most mentioned topic of Instagram’s sponsored posts with food and beverage
brands (13%) after fashion (33%). Beauty influencers may post reviews or tutorials about
beauty products, and after gaining a large number of followers, they then have the ability to
impact others with their expertise and authenticity (Kinski, 2017). While many scholars have
researched the impacts of influencers, there are few studies that focus on the beauty industry.
Forbes (2016) in her journal entitled Examining the Beauty Industry’s Use of Social
Influencers performed a case study of the cosmetic company, Mabelline. She conducted a
content analysis of the impact of beauty influencers for Mabelline on YouTube and
concluded that some influencers exhibited five characteristics - relatable, knowledgeable,
helpful, confident, and articulate - which help engage audiences with Mabelline products.
Millennials are at the heart of influencer marketing in the beauty industry.
According to Statista, Instagram users aged between 18 and 34 years make up 63 percent of
Instagram’s active accounts (Statista, 2019). A 2018 report from Launchmetrix revealed that
76% of 600 professionals in the fashion and cosmetic industry said that millennials were at
the focused target of their influencer marketing strategies (Launchmetrix, 2018). Another
survey report, “2016 Beauty Study” from TABS Analytics revealed that millennials are the
heaviest buyers of skincare (TABS Analytics, 2016).

Trust and Authenticity In Influencer Marketing

Authenticity is essential in influencer marketing. A study conducted by a market
research company, Altimeter, showed that influencers think their honest and authentic voice
keeps their audience engaged (Altimeter, 2016). The same report also found that marketers
consider authentic storytelling the most important aspect of influencer marketing (Altimeter,
2016). Sara McCorquodale, the founder of CORQ, a mobile friendly social network service
stated, “For brands and retailers trust is more important than ever. Consumers demand
authenticity and expect influencer content to be genuine and realistic” (Weinswig, 2017).
Based on the findings, in this study, a trustworthy review post is defined as a post in which
an influencer’s message is genuine and honest. Shane Baker (2017), a digital marketing
consultant, cited a sponsored post by a beauty influencer, Adiri, as an example of an honest
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and trustworthy review content. He pointed out that the influencer’s opinions about the
texture of a skincare product and some issues when using the product makes the post honest
(see Picture 1 below).

Picture 1. An Example of a Sponsored Review Post
Burgess (2017) suggests that the relationship between customers and influencers
starts with the trust of the influencer. According to a survey by MuseFind, 92% of
consumers trust an influencer more than an advertisement or traditional celebrity
endorsement (Musefind, 2018). A joint study by Twitter and the analytics firm, Annalect,
revealed that Twitter users trust social media influencers nearly as much as their friends
(Twitter, 2016). Trust influences a customer's willingness to purchase online (Gefen et al.,
2003). A survey report from a marketing firm, Olapic reveals that in both the U.S. and U.K.,
about half of respondents said they have considered buying a product after seeing an
influencer post about it (Olapic, 2017).
However, some recent findings noted that trust in influencer marketing has begun
dwindling. A 2017 survey report by Dealspotr found that 52% of millennials trust social
media influencers less than they used to (Dealspotr, 2017). Another study by a digital
marketing company, Bazaarvoice shows that 47% of consumers are fatigued by repetitive
influencer posts and 23% believe the quality of influencer content is declining (Bazaarvoice,
2018). These results suggest that creating authentic and trustworthy content in influencer
marketing has become critical.
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CHAPTER 3
LITERATURE REVIEW
Influencer Marketing In the Context of Electronic-Word of Mouth (eWOM) and
Online Consumer Review

Influencer marketing is “an extension to the original concept of word-of-mouth
(WOM) marketing” (Sudha & Sheena, 2017). The term, electronic word-of-mouth (eWOM)
refers to “any positive or negative statement made by potential, actual, or former customers
about a product or company, which is made available to a multitude of people and
institutions via the Internet” (Hennig-Thurau et al., 2004). Electronic word-of-mouth
(eWOM) is associated with influencer marketing and can have similar effects (Liu et al.,
2015). Influencer marketing has been seen to be a part of eWOM, in terms of how
influencers communicate brand messages with the aim of impacting consumer buying
behavior and attitudes (De Veirman et al., 2017). With the features similar to eWOM, the
focus of influencer marketing has been on using opinion leaders to spread product and brand
recommendations and referrals (Li & Du, 2011).
Previous researchers have argued that a sponsored recommendation post is a type
of online consumer review. Forrest and Cao (2010) view sponsored recommendation posts
as a form of online consumer review. Companies can compensate online users for posting a
consumer review on the online channels such as personal blogs (Forrest & Cao, 2010; Zhu
& Tan, 2007). The content of online consumer reviews differs in terms of length or message
tones such as a subjective or objective tone (Chatterjee, 2001). An online consumer review
has a dual role: providing information about products and offering recommendations (Lee,
Park, & Han, 2008). Reviews that can reach a larger number of audiences would give a more
significant eWOM effects than those that are rarely accessed by others (Lee & Choeh, 2018).
While prior research has seen sponsored recommendations posts as a form of online
customer review, some researchers hold a contrasting view that sponsored recommendation
posts should be considered a type of advertisements because this kind of consumer review
may be biased or deliver messages with certain purposes other than consumer experiences
and recommendations (Zhu & Tan, 2007). This study follows the viewpoint of Forrest and
Cao (2010) that a sponsored review post is considered a type of online consumer review.
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Theories of Persuasion
Persuasion is defined as “a communication process in which the communicator
seeks to elicit a desired response from his receiver” (Anderson, 1971, p.6). Bettinghaus &
Cody (1987) define persuasion as “a conscious attempt by one individual to change the
attitudes, beliefs, or behavior of another individual or group of individuals through the
transmission of some message.” Therefore, sponsored review posts in influencer marketing
can be construed as a process of persuasion because sellers expect to promote their products
or services and positively affect consumers’ beliefs, attitudes or behavior by exposing their
brands in influencers’ review posts. Accordingly, to examine what affects consumers’
perception of the credibility of sponsored posts, understanding how people process message
is necessary.
The theory of reasoned action (Ajzen & Fishbein, 1980; Fishbein & Ajzen, 1975)
posits that messages cause beliefs, beliefs determine attitudes, attitudes influence behavioral
intentions, and behavioral intentions create behavior. Of these steps of the process of
persuasion, this study focuses on the first step, which proposes that particular beliefs result
from messages, as this research explores what aspects in the messages of sponsored posts
affect consumers’ beliefs about trustworthiness of the posts.
The Elaboration Likelihood Model (ELM) (Petty & Cacioppo, 1981) suggests that
there are two paths that determine a recipient’s beliefs and attitudes in persuasion: the
central path and the peripheral path. According to the ELM, when recipients are motivated
and more able to engage in issue-relevant thinking, they are more likely to go though
effortful deliberations of the message. In this condition where the elaboration likelihood is
high, the attitudes of the recipients depend on argument quality (known as the “central
path”). When elaboration likelihood is low, the message receiver is likely to take the
peripheral path to process the information. As a result, the attitude of the recipient is
determined by peripheral cues such as source credibility.
Built upon the ELM, the Information Adoption Model (IAM) was developed by
Sussman and Siegel in 2003. The IAM posits that the information adoption behavior is
determined by perceived usefulness of information, which is determined by argument
quality and source credibility (Sussman & Siegel, 2003). Within the framework of
information adoption, perceived usefulness of information can be “a salient belief that drives
people to adopt the information” (Zhang, Zhou & Shen, 2014). It suggests that recipients are
more likely to perceive received information as useful if the argument quality and the source
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credibility of the information are high (Zhang, Zhou & Shen, 2014). Based on the theoretical
frame of the IAM, this study posits that in influencer marketing that adopts a tactic of
sponsored influencer posts an audience’s beliefs are determined by source credibility and
argument quality of a post.

Source Credibility and Argument Quality in Online Consumer Review
While there is a lack of research on attributes to measure argument quality and
source credibility of sponsored Instagram influencer posts, some existing studies in the
context of online consumer reviews have examined measures for the two factors. Credibility
of the message source is an important predictor of online customer reviews’ persuasiveness
(Cheung et al. 2009). As to source credibility in the online review context, reviewers’
expertise has been identified as a determinant of source credibility. Expertise refers to the
extent to which an information source is perceived to be capable of making correct
assertions (Homer & Kahle, 1990). Filleri, Hofacker, and Alguezaui (2017) claim that the
expertise of a reviewer is significantly important to assess information diagnosity. Sotiriadis
and Zyl (2013) in their study on online travel reviews in Twitter argue that expertise and
knowledge of a reviewer positively influence perceived usefulness of the information. Yoo
et al. (2009) found that the perceived expertise of travelers who posted online travel reviews
and photographs is a significant factor that influences trust in the information.
Argument quality refers to “the audience's subjective perception of the arguments
in the persuasive message as strong and cogent on the one hand versus weak and specious on
the other” (Petty & Caciopppo, 1981). Based on prior studies, mainly focusing on Filieri’s
studies, this research uses four factors of argument quality: review factuality, review length,
and promotional message.
Xia & Bechwati (2008) classified review styles into two types: factual reviews and
experiential reviews. Factual reviews mainly provide fact-based information, such as
product attributes, whereas experiential reviews may focus on “the reviewer's own specific
experience when buying or using the product” (Xia & Bechwati, 2008). While some
researchers argue that factual reviews that convey objective information are more influential
than emotional reviews, others claim that subjectivity-embedded reviews are considered
more helpful. Filieri (2015) in his study exploring the informational and normative
predictors of information diagnosticity conceptualized review factuality as the degree to
which “a comment in a review is logical; is based on specific facts about a product/service”
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(Filieri, 2015). Reviews that contain objective, logical, and fact-based information are likely
to be perceived as diagnostic to rationally evaluate the quality of services by the message
recipient (Filieri et al., 2017). Grabner-Kräuter & Waiguny (2015) examined the impact of
online physician reviews on patients’ decision making and found that when the physician
received a low number of reviews, fact-oriented reviews in terms of perceived credibility
were rated more positively than emotional reviews. On the other hand, Ghose & Ipeirotis
(2006) in their study examining the impact of review subjectivity on product sales and
review quality proposed that for an experience good whose quality is difficult to assess
before purchasing the good, users prefer reviews that mainly contain personalized and
sentimental comments providing brief objective information. Between the different
viewpoints on the impacts of objective reviews and subjective reviews, this study rests on
previous findings from Fileri (2017) and Grabner-Kräuter & Waiguny (2015) which posits
that fact-oriented reviews have more positive impacts on a message recipient’s beliefs and
attitudes than emotional reviews.
The review word count positively affects review helpfulness (Baek et al., 2012,
Mudambi and Schuff, 2010, Pan and Zhang, 2011). A short review commonly does not have
enough capacity to cover all the necessary components of a good review (Keller & Staelin,
1987).
Preceding studies also examined the effect of marketing writing style such as
promotional language on the reliability of the review. Filieri (2016) in his qualitative study
on the trustworthiness of online consumer reviews found that interviewees perceived
reviews written using a marketing writing style and containing promotional language as less
trustworthy.
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Review Credibility
Credibility is defined as believability or the characteristic that makes people believe
and trust someone or something (Wathen & Burkell, 2002). Previous studies have
demonstrated that credibility is an important determinant to affect a receiver’s attitude,
behavioral intention, and subsequent behavior. Hovland, Janis, and Kelly (1953) suggest that
credibility is an essential concept in terms of the effect and persuasiveness of WOM as
perceived credibility influences a receiver's intention to change his or her attitude toward the
information provided. Credibility is an important issue in online consumer reviews; and
reviews with high credibility increase the degree to which recipients adopt information
(Cheung et al., 2009). A review that is perceived as credible is trusted and accepted by the
receiver and influences their subsequent behavior (Chow, Lim, & Lwim, 1995; Petty &
Cacioppo, 1986; Smith & Vogt, 1995). Therefore, based on the previous studies discussed
above, this research views review credibility as a salient belief that may influence a message
receiver’s attitude and thereby affect his or her behavior (see Figure 2).

Source Credibility:
-Reviewer's expertise

Argument Quality:
-Review factuality
-Review length
-Promotional message

Belief:
Credibility

Attitude

Figure 1. Theoretical Framework

Behavioral
Intention

Behavior
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CHAPTER 4
RESEARCH QUESTIONS AND HYPOTHESES
The goal of this study is to examine how source credibility and argument quality of
sponsored Instagram influencer posts for skin care brands affect the perceived credibility of
the posts. Based upon the literature review, this study considers Instagram sponsored by
influencers a form of online consumer review. As discussed above, researchers have
demonstrated source related and message related variables in online consumer review that
influence a message receiver’s beliefs and attitudes, which include 1) reviewer’s expertise, 2)
review factuality, 3) review length, and 4) promotional message. Based on the previous
research findings, this study applies those four variables of source credibility and argument
quality. In terms of review factuality, in this study, information about skincare product
ingredients and benefits from the ingredients is considered fact-based information, as these
are product attributes. Therefore, the variable of review factuality is assessed by exploring
how information about ingredients and benefits affects the reliability of the post.

Accordingly, this study proposes the following research questions and hypotheses:

RQ1: What is the relationship between the level of expertise of an influencer and consumer
perceptions of credibility on a sponsored post by the influencer?
H1: Influencer’s expertise has a positive effect on the perceived credibility of a post.

RQ2: Is objective information about product ingredients and benefits perceived to be more
credible than subjective information?
H2: Fact-based comments about ingredients and benefits will have a more positive
effect on the perceived credibility than subjective comments.

RQ3: Is there any correlation between the length of a sponsored post and consumer
perceptions of credibility on the post?
H3: A long sponsored post by Instagram influencers will have a more positive
effect on the perceived credibility than a short post.

RQ4: What is the effect of promotional language mentioned in a sponsored post on
consumer perceptions of credibility of the post?
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H4: A sponsored post that contains promotional language will have a negative
effect on the perceived credibility of a post.

Below is the framework of hypotheses (Figure 2).
Source Credibility:
•

Expertise of
influencer

Argument Quality:
• Objective content
(information on ingredients
& benefits)
• Length of post
• Promotional language

Figure 2. Hypothesis Framework

Belief:
Credibility
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CHAPTER 5
METHOD: INTERVIEW

To test these hypotheses, this study employed both qualitative and quantitative
research methods using in-depth interviews and an online survey. Although this study is
mainly based on findings of the survey, this study opted to conduct two different research
methods since that approach enables researchers to perform a comparative analysis of results
from the two research approaches and thereby glean more accurate findings. In-depth
interviews were carried out before an online survey.

Participants

Participants for the interviews were comprised of four millennials aged 23 to 38
years who are currently living in the U.S. A millennial is anyone who was born between
1981 and 1996 (Pew Research, 2019). As discussed above, millennials are the major target
generation in influencer marketing in the beauty industry (Launchmetrix, 2018) and they are
the most active Instagram users (Statista, 2019). Also, millennials are the biggest buyers in
the skin care industry (Shapouri, 2017). Among the four participants, three were female and
one was male.

Study Design

This study carried out semi-structured interviews. The interview consisted of 11
questions with seven probe questions such as “Can you explain more?” and “What factors
did you take into account when you made the decision?” Three questions were about
participants’ experiences with Instagram usage asking their frequency of Instagram use,
whether they follow any Instagram influencer, and whether they have ever considered
purchasing after seeing a product or service used by an influencer in his or her post.
To investigate research question 1, participants were given a scenario in which they
had to choose one out of three influencers and have the chosen influencer create a
trustworthy review post for their own skin care brand. All the information about the three
influencers was fictitious. In the scenario, the first influencer was a female lifestyle
influencer who posts diverse pictures ranging from fashion, travel to food and fitness.
Although she has the largest number of followers of the three, she has the lowest level of
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expertise about skincare products. To help participants recognize her low-level expertise,
background information that she received her bachelor’s degree in history was included. The
second influencer was a female beauty/skincare influencer whose Instagram account is filled
with skincare product review posts. She has the second largest number of followers and a
mid-level of expertise. She holds her bachelor’s degree in computer science. The last
influencer was a female beauty/skincare influencer whose Instagram page is packed with
posts breaking down skincare ingredients and explaining the science behind skincare. She
has the least number of followers, but she is the most knowledgeable about skincare
products, as she is a chemical engineer and used to be a skincare formulator for a big beauty
conglomerate.
For research question 2, three pictures of actual sponsored influencer posts written
in different styles were used. To make other variables remain constant, posts similar in
length were selected and each of them included a photo showing only a product. In the first
example, a skincare product was reviewed with a storytelling technique describing the
influencer’s personal story with the product (see Picture 2).

Picture 2. First Post with Storytelling

The second post mainly provided information about product ingredients and
expected benefits of the ingredients (see Picture 3). In the last post, the influencer compared
two different products and mostly talked about her own specific experiences when using the
products such as how the products felt and what their textures were (see Picture 4).
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Picture 3. Second Post Containing Information on Ingredients and Benefits

Picture 4. Third Post Describing Experiences When Using Products
To gain participants’ initial reactions to the posts, they were asked to say three
words that came to mind for each post and evaluate the credibility of the three posts.
For research question 3, participants were asked to assess trustworthiness by
comparing the example, which contained mainly product ingredient information with two
other actual posts that were shorter than the example. Of the two short posts, one provided
ingredient information and benefits and the other included information about texture and
how the reviewer felt about the product. To better understand the effect of length on
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credibility, there was a question asking how participants assess posts when the only thing
they know is length.
Research question 4 asked for participants’ reactions to the promotional message,
“Use promo code COLEBIAN for 15% off your purchase.” The promotional message was
added at the bottom of the example used for research question 2, which mainly provided
ingredient information. Respondents were asked to assess the credibility of the example with
the promotional message.

Procedure

To recruit interviewees, four potential participants were selected by convenience.
They received an email with a recruitment message that contained the purpose and
procedures of the interview. After all the potential participants agreed to take part in the
interviews, they were asked to give consent for audio recording by signing a consent form.
Three of the participants were interviewed in the school library and one of them was
interviewed over the phone. Before starting the interview, participants were reminded of the
audio recording again. Each interview took approximately 40 minutes. For the questions
about participants’ reactions to actual examples of sponsored posts, each of them was given
time to read the posts before answering the questions.

Analysis Method

To analyze data, interview transcript excerpts, field notes and audio-recorded files
were used. This study adopted open coding. To develop code categories, similar topics and
themes were classified as one code. As a result, in total, 33 codes were created and each
sentence in the transcripts was categorized into those 33 codes. Of the 33 codes, 16 focused
codes that were directly linked to the research questions were found. To answer the research
questions, those focused codes were compared and contrasted with each other to understand
interrelationships and connections between them.
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CHAPTER 6
RESULTS: INTERVIEW
Interview_Frequency of Instagram Use and Buying Behavior
For the questions about the frequency of Instagram use, most participants answered
that they use Instagram at least once a day. One interviewee visits Instagram multiple times
a day; another interviewee uses it twice per day; other interviewee uses it once a day. The
other participant stated that she does not currently use Instagram, but used to visit it in the
past. With regard to influencers and their influence on buying decision, all interviewees
replied that they are following or once followed a few influencers and became interested in a
product after seeing the product used by the influencers. Two of them mentioned that they
have considered purchasing the product.

Interview_Source Expertise
Interviewees were told to choose one out of three fictional influencers to create a
trustworthy sponsored review post for their own skincare brand. Three influencers consisted
of a lifestyle influencer named Ann with the largest number of followers and two skincare
influencers: Nicole, who has the second largest number of followers and posts mainly
skincare product reviews, and Kate, who used to be a skincare formulator and is very
knowledgeable about skincare ingredients but has the least number of followers. Among the
four participants, two interviewees selected Kate; one chose Nicole; and the other opted for
Ann. Participants who chose Kate consistently perceived her as professional and stated that
her high expertise in skincare product made them trust her opinions although she has the
least number of followers of the three influencers. The following are excerpts from the
interviewees’ comments.
“Kate is professional in that industry. Even though she has less followers, I would
say, I would get in touch with her because I would trust her professional opinion,
despite the fact that she has less followers than the others.”
“Ann has better exposure to larger audiences. But for the trustworthiness, like
more professional review, I would choose Kate. (…) I would choose Kate for her
expertise in beauty products. She can pinpoint ingredients that can highlight the
advantages of my product.”
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The interviewee who selected Nicole mentioned that since Nicole’s page is
dedicated to product reviews, that makes her opinions trustworthy. The participant also
pointed out that although Kate has experience in the skincare industry, she seems likely to be
over-analytical about ingredients and writes some negative comments of the product.
“I see she (Nicole) is like a computer science major in college, but she only does
reviews, and she also runs blogs, so I think she'd be pretty trustworthy. And the
third one is a chemical engineer and she has experience in this, but I would be
afraid that maybe she would look into my ingredients too much and rip me apart
and say, "These aren't good," maybe say something bad about the product on the
page.”

Interviewees who picked either Kate or Nicole showed a positive attitude toward
Ann in terms of the highest number of followers, but viewed her as less trustworthy in that
her posts cover various fields rather than being dedicated to skincare product reviews.
“The first one has the biggest following but she does all these different types of
things. Maybe her followers don’t trust her as much.”

The participant who opted for Ann cited her highest number of followers as the
most important factor to determine her trustworthiness. However, the interviewee also added
that an additional check would be necessary to see if the followers are real followers.
“She has a lot of.. good number of followers, I guess. So probably if I just have
the information, I would go for the number one (Ann) who has more followers, but
I would have to check if those followers are real followers.”
Interview_Review Style

Interviewees were shown three examples (A, B, and C) of sponsored review posts
and asked to explain their review styles and evaluate their credibility. Example A contains
mainly the influencer’s personal story about her insomnia and tells how the product helped
relieve her insomnia. Example B provides detailed information about ingredients of a
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moisturizer. Example C includes the reviewer’s own experience when using the product
such as her personal opinions about texture, scent, and benefits.
For example A, three of the four interviewees perceived the reviewer’s personal
story about her insomnia in a negative way while the other participant viewed it as positive
by saying that it feels genuine. Those interviewees who showed a negative attitude toward
her personal story consistently pointed out that they perceived her story as too personal and
unnecessary.
“It (Example A) has like too many details about her personal story which
sometimes I don’t want to know. I want to know a little bit. (…) And then she goes
like “I have to get up in a couple of hours,” you know, it’s like too much. She says
like “I don’t have a TV in my room. I have blackout curtains.” I mean I don’t
want to know what her room looks like.”
“All information that I can get from the first one (Example A) is the scent of the
oil. That was about it. And, um.,. not much of information , not much of
experience of the reviewer. It didn’t really make me think that the reviewer
actually used the product.”

For example B, all interviewees agreed that it felt professional, objective (factbased), scientific, detailed, and informational. However, responses consistently indicated
that participants also perceived it as excessive. One interviewee mentioned that the post
provides too much forgettable information. Two interviewees said that it felt like a
commercial or marketing writing style. Another participant commented that it was hard to
understand the post since it contained too much jargon, which diminished believability.
“The second one was very informational, and if I'm into it, I might appreciate that,
but I'm not so big into skincare. It was a little bit too much information, things I
would forget, a lot of numbers and things like that.”
“The second one is like very professional and has a lot of scientific information
about the content. It sounds like commercial more. It doesn’t sound like you guys
should go get it because I have tried it and it worked. It’s like more marketing
oriented.”
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“The reviewer dropped a lot of words like professional jargons that I don’t really
understand. So it just doesn’t make me feel that I could totally understand the post.
It makes me hesitate to believe in the post totally.”
Participants formed a positive attitude toward example C. They stated that the
reviewer not only told her own experience when using the product but also compared two
different products and gave her opinion based on the comparison. Responses indicated that
interviewees perceived this type of review style as credible. While most of them perceived
the other reviewer’s insomnia story in example A as unnecessary, they viewed the
reviewer’s experiential comments when using the product in example C as useful.
Participants also highlighted that they felt the reviewer actually used the product.
“The last one (Example C) kind of balances it. So, I think in my opinion, the last
one has all the information that I need to know about the product. And at the same
time, it’s easy to understand. It’s both. It’s professional information plus own
experience and it is interesting and I think like she’s trying the product. The last
one was more persuasive and I would buy her product.”

For the question asking interviewees to compare the three posts in terms of
credibility, three participants picked example C and one participant chose example B as the
most reliable post (see Table A).

Interviewee

Evaluation on Credibility

Interviewee 1

C>B>A

Interviewee 2

C>B>A

Interviewee 3

B>C>A

Interviewee 4

C>A>B

Table A. Rankings of Examples on Credibility By Interviewees

The three interviewees who rated example C highly emphasized that the review
style, which provided both the reviewer’s own experience and her opinions based on a
comparative analysis of different products, increased the credibility of the post. The
interviewee who selected example B as the most reliable mentioned that the detailed
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explanation about the ingredients enhanced the reliability. Among the four interviewees,
three interviewees perceived example A as the least dependable. They stated that the
reviewer’s insomnia story felt too personal and did not provide helpful information about the
product. The other interviewee viewed example B as the least truthful in that the details in
example B seemed to be robotic and were copied from Google.
“Even though it (Example B) has a lot of facts and information, it seems like she
copied it all from Google all this information. So, it seems like more like a robot. I
don’t really trust a robot.”

Interview_Review Length
With regard to the impact of review length on the perceived credibility of a post,
two of the respondents answered that the length of a post did not affect the trustworthiness
of the post. The other two interviewees stated that a short post might be considered to be less
reliable. One of the two respondents mentioned that a longer post might look more credible
than a shorter post, as a longer post may contain more information. However, the
interviewee also stressed that if the content of the post is good, the length of the post does
not matter.
“I mean maybe if the post is shorter, then it doesn’t look very reliable (…) If you
see more length to it, probably think that there is more work or more credibility to
the post due to all the information that is listed. However, I don’t relate the
credibility with the length. I would more relate to the content. I think for me it
doesn’t really matter how short or long the text is. If the content satisfies me and
gives me all the answers and gives me all the information that I want to know then
I think I would buy the message.”

The second interviewee pointed out that both a short post and an excessively long
post are considered less trustworthy because they can give the impression that the reviewers
are trying to get audiences to buy the products. Instead, the interviewee perceived a medium
length post as the most reliable.
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Interview_Promotional Message

Respondents held contrasting views on the effect of a promotional message on the
perceived credibility of a post. Two of the interviewees answered that whether or not a post
contains a promotional message does not influence the trustworthiness of the post. One of
the two interviewees mentioned that if a reader was not persuaded by a review post, a
promotional message in the post would not affect the reader’s perceptions about the
credibility, but if the person became interested in a product reviewed in the post, then a
promotional message would be considered very useful information.
“I don’t think it affects it. If you become interested in it, I would be very happy to
use it. If you didn’t, it would just not affect. I think it’s more of the content of the
post. It will be like a good thing to have a discount. Maybe it will be like extra
push. If I am like.. maybe.. if I am like 85% convinced, if you give me the discount,
then probably I would try it just because it costs me less. It could have a positive
effect.”

The other two participants agreed that a review post including a promotional
message is perceived as less reliable. One of the interviewees stated that such a message
makes readers think that the reviewer is trying to get people to buy the product.
“I think I would definitely think the post is less reliable, because the influence
seems like she is just trying to get people to buy the product. Even though the
review might be real and the information might be real, and yeah I always
appreciate a good coupon and discount, but if I really wanted the product, I could
find it on my own. I feel that'd be less reliable.”
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CHAPTER 7
METHOD: SURVEY

An online survey was conducted to 106 millennials living the U.S. To test the
hypotheses, survey questions included actual examples of Instagram sponsored review posts
and asked participants’ reactions to them. The total number of questions was 21 including
three demographic questions asking age, gender, and household income. All the responses
were purchased from the online survey software company, Qualtrics™.

Participants

Participants for the online survey consisted of 106 adults living in the U.S. ranging
in age from 23 to 29 years. As mentioned above, this study aimed to find out millennials’
perceptions since that generation is identified as the most sought-after target audience in
influencer marketing in the beauty industry (Launchmetrix, 2018). Respondents included 63
females (59.4%) and 42 males (39.6%) and 1 other (0.94%). As the population of
millennials in the U.S. reached 71 million in 2016, according to Pew Research, the survey
has a margin of error of plus or minus 10 percent at a 95 percent level of confidence. All the
responses of the survey were purchased from Qualtrics™.

Study Desgin

The survey questions were composed of three parts: general questions about
Instagram usage, specific questions for each of the research questions, and demographic
questions. General questions asked the frequency of Instagram use and whether respondents
had ever purchased a product or service after seeing an Instagram influencer’s post about the
product or service. Specific questions were classified into four sections by each research
question.
For research question 2, the same two examples of sponsored Instagram influencer
posts used for interviews were shown to the respondents. Those examples contained a
mixture of objective and subjective sentences. One of them reviewed skincare products that
help relieve insomnia and mainly narrated the influencer’s personal story about her insomnia.
The other example was about a moisturizer and contained mainly information about
ingredients and consumer benefits the ingredients provide. To glean more accurate data,
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questions for each post asked the perceived credibility of three aspects: the entire post,
objective information, and subjective information. Sentences with objective or subjective
content were marked by letters. In the post about products for insomnia, sentences telling
about the reviewer’s insomnia story were categorized as ‘A’ and sentences giving brief
objective information about ingredients were classified as ‘B’ (see Picture 5). In the other
post about a moisturizer, sentences that contained detailed descriptions about product
ingredients and benefits were marked as ‘C’ and texts telling about the reviewer’s
experience when using the product were labeled as ‘D’ (see Picture 6).

A

B

Picture 5. Post with Storytelling

Picture 6. Post Containing
Information on Ingredients and Benefits
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For research question 3, two questions were created to ask respondents to assess the
credibility of a short post and a lengthy post, respectively. Each question provided
information about word count (50 words for the short post and 400 words for the lengthy
post) and an image of a sponsored post. To make other variables such as review content
remain constant, the images of sponsored posts in the two questions were blurred.
Questions for research question 4 asked the perceived credibility of the two
examples used for research question 2 when a promotional message, which stated, “Use
promo code COLEBIAN for 15% off your purchase” was added at the bottom of each post.
For research question 1, a 2 (influencers’ expertise: high expertise vs. low expertise)
x 2 (review style: subjective review vs. objective review) was employed. In total, four
conditions were created. For the variable of review style, the two posts given in the
interview and previous survey questions were used. The post in which an influencer mainly
talks about her insomnia story was considered a subjective review post and the example in
which an influencer mainly provides the ingredient and benefit information was viewed as
an objective review post. For the variable of influencers’ expertise, the same fictional
information about two influencers used for the interview was given to the respondents. One
was a lifestyle influencer who retains over 100K followers and the other was a
beauty/skincare influencer who holds a doctoral degree in chemical engineering, used to be a
skincare formulator for a big beauty conglomerate and has over 50K followers. Respondents
were asked to rate the credibility of four posts in the four conditions. For example, in a
question, the objective review post was narratively summarized and supposed to be written
by a beauty/skincare influencer who used to be a skincare formulator.
For the variables of review styles, the same two examples of sponsored posts in the
previous questions were used. Respondents were asked to assess the perceived expertise of
the two influencers and evaluate the credibility of a post in each of the four conditions. For
example, participants were asked to assess the credibility of a post that contains mainly
objective content and was written by a lifestyle influencer.
Demographic questions were designed to collect data on age, gender, and
household income.

Manipulated Variables
Four variables were manipulated for this survey: influencers’ expertise, review
style, review length, and promotional message. To manipulate source expertise, the
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influencers were either a lifestyle influencer who posts pictures of her daily life or a skincare
influencer whose Instagram account is packed with skincare product review posts and who
had working experience in the beauty industry. The review style was either experiential or
factual. Descriptions of product ingredients and benefits were classified as factual/objective
content and a reviewer’s own experiences about a product were considered
experiential/subjective content. Review length was manipulated by word count. In the
questions about review length, participants were given word count information (50 words
for a short review and 400 words for a long review). Lastly, a promotional message, “Use
promo code COLEBIAN for 15% off your purchase” was created.

Measured Variables

The measured variables for this survey are the perceived credibility of a post and
expertise of an influencer. To measure the trustworthiness of a post, the instrument designed
by Flanagin and Metzger (2000) was used. The instrument used five bipolar adjectives to
test the perceived credibility of an online message: unbelievable or believable, inaccurate or
accurate, not trustworthy or trustworthy, biased or not biased, and incomplete or complete.
The five items in this study were measured on a 7 point-Likert type scale. To assess the
perceived expertise of source, the scale developed by Ohanian (1990) was used. Ohanian
(1990) used five dimensions of bipolar adjectives to measure the trustworthiness of source
expertise: expert or not expert, experienced or inexperienced, knowledgeable or
unknowledgeable, qualified or unqualified, and skilled or unskilled. The five items were
measured on a 7 point Likert type scale.

Procedure

All responses in this survey were purchased from the online survey software
company, Qualtrics™. Online panels in a subgroup consisting of individuals aged 23 to 38
years were sent an email inviting participation in the study by clicking a link to the survey
questionnaire. Before starting the survey, participants were given information about the
purpose and procedures of this study. All responses were anonymous.
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CHAPTER 8
RESULTS: SURVEY
Frequency of Instagram Use and Buying Behavior
Participants frequently used Instagram. Among the 106 participants, 75.5% (N=80)
visited Instagram at least once a day and 24.5% (N=26) replied that they do not visit
Instagram every day. Most of respondents who used Instagram visited Instagram several
times a day. Of the 106 participants, 20.8% (N=22) answered they visited Instagram 11
times or more per day; 15.1% (N=16) reported 3-4 times a day; 11.3% (N=12) and 10.4%
(N=11) chose the option “5-6 times a day” and “twice a day”; 8.5% (N=9) and 5.7% (N=6)
chose the option “once a day” and “9-10 times a day”; 3.8% (N=4) answered 7-8 times a day.
With regard to the impact of Instagram influencers on consumer buying behavior, responses
were divided in half. For the question “Have you ever purchased a product or service after
seeing the product or the service used by an Instagram influencer in his/her post?” 50%
(N=53) answered yes; 45.3% (N=48) replied no; 4.7% (N=5) chose the option “I don’t
remember.”
Review Style
To test hypothesis 2, two examples of sponsored posts were used. Example 1
contained more subjective content than objective content. Example 2 provided mainly
factual information. In example 1, sentences telling about the influencer’s personal story
were marked as A and sentences providing brief information about ingredients and benefits
were marked as B. In example 2, sentences giving detailed factual information about
ingredients and benefits were labeled as C and sentences telling about the influencer’s own
experience when using the product were classified as D.
For the credibility of the two entire posts, participants perceived the objective
review post as more credible than the subjective review post. Example 2 (M=4.48, SD=1.77),
which mainly provides objective information about ingredients and benefits, was rated
slightly higher than example 1 (M=4.40, SD=1.82), which describes a reviewer’s personal
story (see Appendix A. Table 3 and 6). However, when respondents were asked to assess the
credibility of each section in the entire posts, they rated subjective comments more highly
than objective comments. A had the highest level of credibility (M=4.43, SD=1.84) followed
by D (M=4.39, SD=1.87), C (M=4.36, SD=1.85), and B (M=4.31, SD=1.87) (see Appendix
A. Table 1. 2. 4. 5.).
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Source Expertise

To test hypothesis 1, participants were asked to evaluate the level of expertise of
two fictional influencers: a lifestyle influencer and a beauty/skincare influencer.
Respondents perceived the level of expertise of beauty/skincare influencer (M=4.69,
SD=1.87) more highly than that of lifestyle influencer (M=4.22, SD=1.82) (see Appendix A.
Table 7 and 8).
For the questions asking about the perceived credibility of example 1 and 2 by the
two different influencers, both example 1 and 2 had a higher level of credibility when they
were written by the skincare influencer, although the lifestyle influencer had twice as many
followers as the skincare influencer. When example 1 was created by the lifestyle influencer
who was perceived to have lower expertise, the level of reliability of example 1 was rated
4.36 (SD=1.88). However, when example 1 was written by the skincare influencer who was
thought to have higher expertise, respondents perceived the credibility of the post higher
(M=4.56, SD=1.83) (see Appendix A. Table 9 and 10).
Example 2 also had the same effect. Example 2 written by the skincare influencer
showed a higher level of credibility (M=4.64, SD=1.78) than when it was written by the
lifestyle influencer (M=4.45, SD=1.82) (see Appendix A. Table 11 and 12).

Review Length
When participants were given only information about word count with blurred
images of a post, they perceived a long post (M=4.29, SD=2.02) as more reliable than a short
post (M=4.09, SD=1.99) (see Appendix A. Table 13 and 14). For the question about a short
post, the reliability of the ‘unbelievable-believable’ item (M=4.15, SD=2.09) was assessed
the highest and the ‘not trustworthy-trustworthy’ item (M=3.96, SD=1.98) was the lowest
rated item. For the question about a long post, the ‘incomplete-complete’ item had the
highest level of credibility (M=4.57, SD=2.02) and the ‘inaccurate-accurate’ item had the
lowest level of reliability (M=4.14, SD=1.98).

Promotional Message
When a promotional message was added at the bottom of example 1 and 2,
respondents perceived the posts as less credible, compared to the level of credibility on the
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two posts without a promotional message. While the credibility of example 1 without a
promotional message was rated 4.40 (SD=1.82), when a promotional message was included,
the level of reliability dropped by 5% (M=4.18, SD=1.92) (see Appendix A. Table 15).
Likewise, the credibility of example 2 decreased by 8.3% from 4.48 (SD=1.77) to 4.11
(SD=1.94) when it contained a promotional message (see Appendix A. Table 16).
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CHAPTER 9
DISCUSSION
Review Style

To test hypothesis 2, this study examined how respondents of both interviews and
survey perceived the credibility of three types of narrative techniques: (1) a reviewer’s
storytelling technique, (2) the method of fact-based description, and (3) experiential
opinions when using a product. Findings from in-depth interviews indicate that most of the
interviewees viewed a sponsored review post that primarily provided a reviewer’s
experiential comments when using a product as more credible than a fact-based review post
and comments that mainly applied storytelling technique. Among the four interviewees, only
one rated the credibility of a fact-based post more highly than that of the experiential post.
Survey responses yielded different results.
Findings from a survey showed that the level of credibility of example 2 which
mainly contained objective information (M=4.48, SD=1.77) was higher than example 1
which primarily provided a reviewer’s personal story (M=4.40, SD=1.82). However, when
respondents were asked to evaluate the credibility of each particular section in the two
examples, A section (M=4.43, SD=1.84) which consisted of subjective comments about a
reviewer’s personal story had the highest perceived credibility, followed by D section
(M=4.39, SD=1.87) which was also subjective information describing a reviewer’s
experience when using a product, and C section (M=4.36, SD=1.85) composed of sentences
with detailed ingredient information, and B section (M=4.31, SD=1.87) which gave simple
descriptions of ingredients. Accordingly, although a post that provided mainly fact-based
information showed a higher level of credibility than a post that chiefly delivered subjective
comments, it is difficult to conclude that objective comments are perceived to be more
credible than subjective comments. Therefore, H2 is not supported. Based on the findings
of the interviews, it is possible that while fact-based information in a review post can be
considered professional and helpful, it is likely to be perceived as advertising rather than an
honest product review.
The finding that subjective comments were considered as more trustworthy
contrasts with Grabner-Kräuter & Waiguny (2015), who found that fact-oriented reviews
have a more positive effect on credibility than emotional reviews and agrees with Ghose &
Ipeirotis (2006) who found that users prefer reviews that mainly provide personalized and
sentimental comments.
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Source Expertise

Findings of both interviews and survey indicate that source expertise has a positive
effect on the perceived credibility of a sponsored review post. Three interviewees of the four
did not choose a lifestyle influencer as creating a trustworthy review post because the area of
skincare seemed to be outside the influencer’s core interest. Two of the three interviewees
selected the most knowledgeable influencer on skincare products by directly mentioning
words such as ‘expertise,’ ‘knowledge,’ and ‘skillset.’ The other interviewee cited the
lifestyle influencer’s different interests shown on her page not solely dedicated to skincare
product reviews as the reason why she did not pick the lifestyle influencer. These findings
suggest that those interviewees considered source expertise as an important factor in terms
of trustworthiness.
Findings of the survey were in line with interview results. Example 1 and 2 had a
higher level of credibility when they were written by a skincare influencer with higher
expertise and fewer followers than when they were written by a lifestyle influencer with
lower expertise and more followers. This result supports H1 and indicates that source
expertise not only positively influences the perceived credibility of a post, but can be a more
important predictor than the number of followers.
This result is also in line with previous findings showing that the expertise of a
reviewer positively affects a review’s persuasiveness (Filleri et al., 2017, Sotiriadis and Zyl,
2013, Yoo et al., 2009)

Review Length

Half of the interviewees stated that a short review post could be considered less
reliable than a lengthy review post. However, all interviewees agreed that review content is
more important than length of review when determining the credibility of a post. Results of
the survey showed that a long post (M=4.29, SD=2.02) had a higher level of credibility than
a short post (M=4.09, SD=1.99). This finding indicates that although a long review post does
not always ensure a high level of trustworthiness of the post, a lengthy post is more likely to
be perceived as more reliable than a short post. Thus, the result supports H3.
This is in line with Baek et al. (2012), Mudambi and Schuff (2010), and Pan and
Zhang (2011) who found that the review word count positively affects review helpfulness.
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Promotional Message

While half of the interviewees mentioned that whether a sponsored review post
includes promotional information does not affect perceived credibility of a post, survey
results found that the level of credibility of example 1 and 2 decreased when a promotional
message was added to those posts. The credibility of example 1 with a promotional message
dropped from 4.40 (SD=1.82) to 4.18 (SD=1.92) and example 2 decreased from 4.48
(SD=1.77) to 4.11 (SD=1.94). This demonstrates that the reliability of those posts
diminished by about 0.3 when a variable of a promotional message was applied. This
finding supports H4. Interestingly, the decrease (0.3) was the greatest compared to the
application of the other variables-review style, source expertise, and review length. With
regard to the impact of review style, the credibility of A, the highest-rated section, was 4.43
(SD=1.84) and the least-rated section, B had the credibility of 4.31 (SD=1.87). Therefore,
the gap between A and B was 0.12. When variables of source expertise and review length
were applied, the level of expertise decreased by about 0.2, respectively. These findings
demonstrate that a variable of promotional message affected the perceived credibility more
than the other variables.
The fact that a review post including a promotional message is perceived as less
trustworthy is consistent with previous research finding showing that online consumer
reviews containing promotional language are considered less reliable (Filieri, 2016).
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CHAPTER 10
CONCLUSION

This study explores the effect of source expertise, review style (objective v.
subjective), review length, and promotional information on the perceived credibility of a
sponsored review post created by an Instagram influencer. The results indicate that
subjective comments, a high level of source expertise, a lengthy post, and a review post
without a promotional message have a positive effect on the perceived credibility of a post.
Of the four variables (source expertise, review style, review length, and
promotional information), review style created a marginal effect on the reliability compared
to the other variables by showing a slight difference with 0.07 between A, the highest rated
subjective section (M=4.43, SD=1.84) and C, the highest rated objective section (M=4.36,
SD=1.85). As discussed above, the variables of lower source expertise and a short post
yielded a decrease in the level of reliability by 0.2 and the predictor of promotional language
created the biggest difference with 0.3. The result indicates that the variable of a
promotional message is the most significant predictor of the trustworthiness of a
sponsored review post among all the four variables. Based on the finding, this study
recommends marketers avoid employing sales promotion strategies, as it may diminish
the reliability of a sponsored review post. In fact, many companies have created
promotional codes for influencers they work with and had them include the discount code in
their sponsored posts. For instance, Daniel Wellington, a watch company, worked with
influencers to promote a 15% discount code to their followers and those influencers
mentioned the promotional code in their sponsored review posts. Such strategy is adopted to
directly drive sales through influencers who can reach a large number of target customers.
However, the findings from this study suggest that including a promotional message in a
sponsored post is likely to decrease the trustworthiness of the post, which can negatively
affect readers’ attitudes toward the post and a product or service reviewed in the post. Also,
the finding that the participants perceived influencers’ subjective comments as more
trustworthy than their fact-based comments indicates audiences want to hear influencers’
own opinions and stories in their posts. Thus, it is suggested that marketers should use an
Instagram sponsored review post as a communication channel instead of a tool of a
sales promotion strategy where audiences can hear an influencer’ authentic beliefs and
opinions about a product or service.
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Moreover, this study results demonstrate that source expertise plays an important
role in enhancing perceived credibility of a review post. The results showed that although a
lifestyle influencer had twice as many followers as a skincare influencer, respondents
perceived a post written by the skincare influencer as more credible than the post written by
the lifestyle influencer. This leads to a warning to influencer marketing practitioners
who choose an influencer to work with based only on the influencer’s number of
followers. In reality, many companies partner with what is called “macro influencers” who
have at least over 100,000 followers. Those companies choose macro influencers to work
with because they can expose their brands to a wider range of audience those influencers
have (Chue, 2018). However, the findings propose that if an influencer with a large number
of followers does not have much relation to the industry of a company and thereby are
perceived to have a lower level of expertise, audiences are likely to view a sponsored post
by the influencer as less trustworthy. Therefore, this study recommends marketers
partner with influencers who have high level of expertise in the industry so that those
influencers can provide their professional opinions and thoughts that audiences can
trust.
Review length is also an important predictor of reliability. The results indicate that
a lengthy review seems more likely to be perceived as more trustworthy than a short review
although review length does not ensure high credibility by itself alone. A short post can
diminish the reliability of the post since it does not contain enough information on a product
or service. For example, Clarins, the global skincare company, collaborated with Instagram
influencers to promote its lip tint oil product. A review post written by one of the influencers
delivered the following caption:
“This morning’s pout courtesy of new tinted Clarins Lip Oils. MUST TRY!!!!!!!!!!
@clarinsusa #LipService #ad”
The short caption lacks the influencer’s in-depth opinions about the product such as
what qualities of the product the reviewer liked and what the texture was. The reviewer
recommended the product without providing any detailed information. Such short posts do
no show reviewers’ authentic voices, and this makes the posts unreliable. It is suggested
that marketers should consider the length of a sponsored post an important factor that
influences the perceived trustworthiness of the post.
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CHAPTER 11
LIMITATIONS AND FUTURE DIRECTIONS

This study has some limitations. First, the samples for both interviews and survey
were comprised of respondents who are currently living in the U.S. Restriction of the
geographic scope of participants to a particular area may hinder the generalization of a
study’s results to other geographical contexts. Therefore, it is advised that future research
should include participants from a greater geographic area.
Second, although this study is mainly based on the findings in the survey, the
sample size for in-depth interviews was too small to generalize findings and explain the
discrepancy in results between interview and survey; while most of the interviewees
perceived storytelling technique as less reliable, survey respondents viewed it as the most
reliable. Future research can include a greater sample size for qualitative research when
utilizing both qualitative and quantitative research methods for a study.
Third, this study only focused on sponsored skincare product reviews. Thus, it is
hard to generalize this study’s findings to other industrial contexts as different results may
be yielded on different product types. Future study should investigate the perceived
credibility of sponsored review posts on various industries.
Lastly, this study did not consider consumer involvement with skincare products.
Consumers’ perceptions of the credibility of a sponsored review post may vary, depending
on their involvement with a particular product type. Thus, a future study could investigate
the relationship between participants’ involvement with a particular product type and the
perceived credibility of a review post for the product.
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APPENDICES

Appendix A: Tables
Table 1
Demographic profiles of participants (N=106)
Frequency

Percentage

Male

42

39.6%

Female

63

59.4%

106

100%

Less than $25,000

25

23.6%

$25,000-$34,999

18

17.0%

$35,000-$49,999

19

17.9%

$50,000-$74,999

26

24.5%

$75,000-$99,999

8

7.5%

$100,000-$149,999

5

4.7%

$150,000 or more

5

4.7%

Gender

Age
23-29
Household Income

Table 2.
Frequency of Instagram usage (N=106)
Frequency

Percentage

Frequency of Instagram Usage
I don’t visit Instagram everyday

26

24.5%

Once

9

8.5%

Twice

11

10.4%

3-4 times

16

15.1%

5-6 times

12

11.3%

7-8 times

4

3.8%

9-10 times

6

5.7%

11 times or more

22

20.8%

43
Table 3.
Buying behavior (N=106)
Frequency

Percentage

Yes

53

50.0%

No

48

45.3%

I don’t remember

5

4.7%

(Q) Have you ever purchased a product/
service after seeing the product/service
used by an Instagram influencer
in his/her post?

Table 4.
Results of Review Style and Credibility (A)

A

Scale Items
Unbelievable – Believable
Inaccurate – Accurate
Not trustworthy – Trustworthy
Biased – Not biased
Incomplete – Complete

M
4.58
4.57
4.38
4.17
4.44

SD
1.92
1.79
1.81
1.81
1.89

Composite M

Composite SD

4.43

1.84

SD
1.92
1.88
1.80
1.88
1.86

Composite M

Composite SD

4.31

1.87

Table 5.
Results of Review Style and Credibility (B)

B

Scale Items
Unbelievable – Believable
Inaccurate – Accurate
Not trustworthy – Trustworthy
Biased – Not biased
Incomplete – Complete

M
4.47
4.27
4.29
4.25
4.28

Table 6.
Results of Review Style and Credibility (Example 1)

Example 1

Scale Items
Unbelievable – Believable
Inaccurate – Accurate
Not trustworthy – Trustworthy
Biased – Not biased
Incomplete – Complete

M
4.55
4.25
4.38
4.30
4.51

SD
1.90
1.83
1.69
1.88
1.81

Composite M

Composite SD

4.40

1.82

44
Table 7.
Results of Review Style and Credibility (C)

C

Scale Items
Unbelievable – Believable
Inaccurate – Accurate
Not trustworthy – Trustworthy
Biased – Not biased
Incomplete – Complete

M
4.38
4.33
4.30
4.25
4.57

SD
1.98
1.73
1.87
1.90
1.76

Composite M

Composite SD

4.36

1.85

SD
1.96
1.90
1.77
1.84
1.86

Composite M

Composite SD

4.39

1.87

Table 8.
Results of Review Style and Credibility (D)

D

Scale Items
Unbelievable – Believable
Inaccurate – Accurate
Not trustworthy – Trustworthy
Biased – Not biased
Incomplete – Complete

M
4.49
4.36
4.25
4.31
4.56

Table 9.
Results of Review Style and Credibility (Example 2)

Example 2

Scale Items
Unbelievable – Believable
Inaccurate – Accurate
Not trustworthy – Trustworthy
Biased – Not biased
Incomplete – Complete

M
4.35
4.64
4.31
4.43
4.67

SD
1.94
1.59
1.75
1.78
1.78

Composite M

Composite SD

4.48

1.77

Table 10.
Results of Perceived Source Expertise (Lifestyle Influencer)

Lifestyle
Influencer

Scale Items

M

SD

Not an Expert – Expert
Inexperienced – Experienced
Unknowledgeable – Knowledgeable
Unqualified – Qualified
Unskilled – Skilled

4.00
4.35
4.24
4.26
4.23

1.87
1.76
1.80
1.84
1.82

Composite
M

Composite
SD

4.22

1.82
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Table 11.
Results of Perceived Source Expertise (Skincare Influencer)

Skincare
Influencer

Scale Items

M

SD

Not an Expert – Expert
Inexperienced – Experienced
Unknowledgeable – Knowledgeable
Unqualified – Qualified
Unskilled – Skilled

4.78
4.70
4.56
4.74
4.70

1.89
1.78
1.91
1.90
1.85

Composite
M

Composite
SD

4.69

1.87

Table 12.
Results of Source Expertise and Credibility (Example 1 By Lifestyle Influencer)

Example 1
by
Lifestyle
Influencer

Scale Items

M

SD

Unbelievable – Believable
Inaccurate – Accurate
Not trustworthy – Trustworthy
Biased – Not biased
Incomplete – Complete

4.43
4.29
4.29
4.28
4.5

1.99
1.79
1.91
1.92
1.77

Composite
M

Composite
SD

4.36

1.88

Table 13.
Results of Source Expertise and Credibility (Example 1 By Skincare Influencer)

Example 1
by
Skincare
Influencer

Scale Items

M

SD

Unbelievable – Believable
Inaccurate – Accurate
Not trustworthy – Trustworthy
Biased – Not biased
Incomplete – Complete

4.55
4.63
4.48
4.51
4.62

1.92
1.79
1.83
1.79
1.84

Composite
M

Composite
SD

4.56

1.83

Table 14.
Results of Source Expertise and Credibility (Example 2 By Lifestyle Influencer)

Example 2
by
Lifestyle
Influencer

Scale Items

M

SD

Unbelievable – Believable
Inaccurate – Accurate
Not trustworthy – Trustworthy
Biased – Not biased
Incomplete – Complete

4.54
4.41
4.37
4.42
4.54

1.90
1.69
1.83
1.83
1.86

Composite
M

Composite
SD

4.45

1.82
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Table 15.
Results of Source Expertise and Credibility (Example 2 By Skincare Influencer)

Example 2
by
Skincare
Influencer

Scale Items

M

SD

Unbelievable – Believable
Inaccurate – Accurate
Not trustworthy – Trustworthy
Biased – Not biased
Incomplete – Complete

4.73
4.58
4.54
4.68
4.67

1.79
1.82
1.74
1.70
1.84

Composite
M

Composite
SD

4.64

1.78

Table 16.
Results of Review Length and Credibility (Short Post)

Short Post

Scale Items
Unbelievable – Believable
Inaccurate – Accurate
Not trustworthy – Trustworthy
Biased – Not biased
Incomplete – Complete

M
4.19
4.08
3.96
4.06
4.15

SD
2.03
1.91
1.98
1.93
2.09

Composite M

Composite SD

4.09

1.99

Composite M

Composite SD

4.29

2.02

Composite M

Composite SD

4.18

1.92

Table 17.
Results of Review Length and Credibility (Long Post)

Long Post

Scale Items
Unbelievable – Believable
Inaccurate – Accurate
Not trustworthy – Trustworthy
Biased – Not biased
Incomplete – Complete

M
4.29
4.14
4.22
4.24
4.57

SD
2.08
1.98
1.98
2.02
2.02

Table 18.
Results of Promotional Message and Credibility (Example 1)

Example 1
with
Promotional
Message

Scale Items
Unbelievable – Believable
Inaccurate – Accurate
Not trustworthy – Trustworthy
Biased – Not biased
Incomplete – Complete

M
4.35
4.05
4.19
3.92
4.37

SD
1.98
1.83
1.84
2.01
1.94
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Table 19.
Results of Promotional Message and Credibility (Example 2)

Example 2
with
Promotional
Message

Scale Items
Unbelievable – Believable
Inaccurate – Accurate
Not trustworthy – Trustworthy
Biased – Not biased
Incomplete – Complete

M
4.15
4.08
4.04
3.90
4.39

SD
2.02
1.91
1.92
1.98
1.90

Composite M

Composite SD

4.11

1.94
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Appendix B: Interview Questionnaire

Interview Protocol
Script prior to interview
Thank you for agreeing to take part in this interview. My name is Nakyung Lee
and I am a graduate student majoring in Corporate Communications at Baruch College.
The goal of this project is to examine how consumers perceive sponsored posts created
by Instagram influencers. Your responses will remain confidential and will be used to
better understand effective communication strategies for influencer marketing. As I
mentioned to you before, our conversation will be audio-recorded so I may accurately
document the information you provide. This interview will take approximately 40
minutes and will follow a designed interview protocol. Please feel free to answer and
share any ideas that may occur to you while you are speaking.

Q1. How often do you use Instagram?

Q2. Do you follow any Instagram influencers? If so, why do you follow them?

Q3. Have you ever considered purchase after seeing a product or service used by an
influencer in his/her post? If so, tell me about your experience.

-Read Table 1 for Question 4. Table 1 shows information about three Instagram
influencers. All names or identities are fictitious.
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*Table 1
(1) Ann (@ann) is an Instagram lifestyle influencer. She has over 100K followers on
her Instagram. She holds a bachelor’s degree in History. She documents her day to
day life on her Instagram accounts. Her page is a mix of fashion/outfit pictures,
foodies pictures, travel, home deco, fitness, and DIY. On her Instagram, you can find
her favorite food venues, her favorite makeup products, her clothing pieces and daily
breakfast / dinner dishes she loves. She gives life and style tips and posts reviews of
various products.
(2) Nicole (@nicole) is an Instagram beauty/skincare influencer. She has over 70K
followers on her Instagram. She studied computer science in college. Her Instagram
account is solely dedicated to product reviews-mostly skincare products. She shares
her latest skincare routines and posts reviews after testing various kinds of skincare
products. In addition to Instagram, she also runs her own beauty blog.
(3) Kate (@kate) is an Instagram beauty/skincare influencer. She is a chemical
engineer and used to be a skincare formulator for a big beauty conglomerate. She has
accumulated over 50K followers on her Instagram. Her page is packed with posts
breaking down skincare ingredients and explaining the science behind skincare. She
assesses skin care products and shares her knowledge about skincare ingredients and
anti-aging/acne product formulations.

Q4. Imagine that you have your own skin care brand and you are looking to promote
your product. Your goal is to build consumer trust on your product. To do so, you
think it is critical to have one of the three Instagram influencers above create a
trustworthy review post about your product. You will send a free product to the chosen
influencer in exchange for her honest product review. Which influencer do you think
would be the best?

Probe: Could you give me more explanation? What factors did you take into account
when you made the decision?
Probe: Based on the given information about the three influencers, what characteristics
of Instagram influencers do you think affect trustworthiness of a sponsored post?

-Read the following three Instagram posts (A, B, and C) for Question 5, 6 and 7.
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Example A.

Source: Michele
(@colebiancardi) Instagram, https://www.instagram.com/p/BuAesm0nJC_/
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Example B.

Source: Michele (@colebiancardi) Instagram,
https://www.instagram.com/p/Bukica3H4-b/
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Example C.

Source: Sofie
(@sofie.little.world) Instagram, https://www.instagram.com/p/Btn-7nxnzTA/
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Q5. What are three words that come to your mind for each post?
Probe: How do you feel about the posts?

Q6. In what ways do you think those influencers review the products in their posts?
Tell me about their review styles.

Q7. How do you compare the three posts in terms of credibility?
Probe: On a scale of 1 to 10 with 10 being the most trustworthy and 1 being the least
trustworthy, how do you rate the three posts and why?
Probe: Based on the posts, what message style do you think increases credibility of a
sponsored post for skin care brands? What parts/sentences in the posts do you think are
persuasive/reliable?

-Read Example B, D, E for Question 8 & 9.
Example D.
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Source: Ritu
Instagram,

https://www.instagram.com/p/Buq4zu7BEh8/
Example E.

(@chic.girlie)
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Source: Aimee Instagram
(@aimznailsbeauty),https://www.instagram.com/p/Buj491vhGJX/

Q8. Describe how the three posts (B, D, E) are different.

Q9. Of the three posts (B, D, E), which post do you think is the most reliable/truthful?
Which one is the least reliable/truthful?
Probe: Which post do you think is the most helpful to understand the quality of the
product?
Probe: Suppose that you did not read the three posts. The only thing you know is the
length of the two posts. What are your impressions about the reliability of the
information in the posts? (Do you think you can assess the reliability of the posts only
by the length?)

Q10. Suppose that the influencer of Example B included the following message at the
bottom of the post: Use promo code COLEBIAN for 15% off your purchase.
How do you feel about it? Do you think it affects the reliability of the post?
Q11. What do you think are the keys to assess trustworthiness of a sponsored post?
Appendix C: Survey Questionnaire
Survey Questionnaire
Intro
Thank you for agreeing to take part in this survey. My name is Nakyung Lee and I am
a graduate student majoring in Corporate Communications at Baruch College, the City
University of New York. The goal of this project is to examine how consumers
perceive sponsored posts created by Instagram influencers. Your responses will remain
confidential and will be used to better understand effective communication strategies
for influencer marketing. This survey should take you no more than 15 minutes to
complete. If you have any question about the survey, please contact
nakyung.lee@baruchmail.cuny.edu. Thank you for your time and effort to complete
these questions.
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Q1. Which gender do you identify with?
(1) Male
(2) Female
(3) Other

Q2. What is your age?
(1) Under 18 years old
(2) 18-22 years old
(3) 23-29 years old
(4) 30-34 years old
(5) 34-38 years old
(6) 39-44 years old
(7) 45-49 years old
(8) 50 years or older
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Q3. How often do you visit Instagram per day?
(1)
(2)
(3)
(4)
(5)
(6)
(7)
(8)

I don’t visit Instagram everyday
Once
Twice
3-4 times
5-6 times
7-8 times
9-10 times
11 times or more

Q4. Have you ever purchased a product or service after seeing the product or the
service used by an Instagram influencer in his/her post?
(1)
(2)
(3)

Yes
No
I don’t remember

*Below is an image of a part of an Instagram influencer’s sponsored post for a skin
care product review. Please answer questions 5 to 7.
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A

B
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Q5. Please read A and indicate your impression of the A part by circling the
appropriate number between the pairs of adjective below. The closer the number is to
an adjective, the more certain you are of your evaluation.
(1) Unbelievable 1 2 3 4 5 6 7 Believable
(2) Inaccurate 1 2 3 4 5 6 7 Accurate
(3) Not trustworthy 1 2 3 4 5 6 7 Trustworthy
(4) Biased 1 2 3 4 5 6 7 Not biased
(5) Incomplete 1 2 3 4 5 6 7 Complete

Q6. Please read B and indicate your impression of the B part by circling the
appropriate number between the pairs of adjective below. The closer the number is to
an adjective, the more certain you are of your evaluation.
(1) Unbelievable 1 2 3 4 5 6 7 Believable
(2) Inaccurate 1 2 3 4 5 6 7 Accurate
(3) Not trustworthy 1 2 3 4 5 6 7 Trustworthy
(4) Biased 1 2 3 4 5 6 7 Not biased
(5) Incomplete 1 2 3 4 5 6 7 Complete

Q7. Please read the entire post and indicate your impression of the post by circling the
appropriate number between the pairs of adjective below. The closer the number is to
an adjective, the more certain you are of your evaluation.
(1) Unbelievable 1 2 3 4 5 6 7 Believable
(2) Inaccurate 1 2 3 4 5 6 7 Accurate
(3) Not trustworthy 1 2 3 4 5 6 7 Trustworthy
(4) Biased 1 2 3 4 5 6 7 Not biased
(5) Incomplete 1 2 3 4 5 6 7 Complete

60
*Below is an image of a part of an Instagram influencer’s sponsored post for a skin
care product review. Please answer questions 8 to 10.
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Q8. Please read C and indicate your impression of the C part by circling the
appropriate number between the pairs of adjective below. The closer the number is to
an adjective, the more certain you are of your evaluation.
(1) Unbelievable 1 2 3 4 5 6 7 Believable
(2) Inaccurate 1 2 3 4 5 6 7 Accurate
(3) Not trustworthy 1 2 3 4 5 6 7 Trustworthy
(4) Biased 1 2 3 4 5 6 7 Not biased
(5) Incomplete 1 2 3 4 5 6 7 Complete

Q9. Please read D and indicate your impression of the D part by circling the
appropriate number between the pairs of adjective below. The closer the number is to
an adjective, the more certain you are of your evaluation.
(1) Unbelievable 1 2 3 4 5 6 7 Believable
(2) Inaccurate 1 2 3 4 5 6 7 Accurate
(3) Not trustworthy 1 2 3 4 5 6 7 Trustworthy
(4) Biased 1 2 3 4 5 6 7 Not biased
(5) Incomplete 1 2 3 4 5 6 7 Complete

Q10. Please read the entire post and indicate your impression of the post by circling the
appropriate number between the pairs of adjective below. The closer the number is to
an adjective, the more certain you are of your evaluation.
(1) Unbelievable 1 2 3 4 5 6 7 Believable
(2) Inaccurate 1 2 3 4 5 6 7 Accurate
(3) Not trustworthy 1 2 3 4 5 6 7 Trustworthy
(4) Biased 1 2 3 4 5 6 7 Not biased
(5) Incomplete 1 2 3 4 5 6 7 Complete

Q11. Suppose that you are reading an Instagram influencer’s sponsored post for a skin
care product review. The length of the post is 50 characters (5 lines of text on the
phone screen).
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Please indicate your impression of the post by circling the appropriate number between
the pairs of adjective below. The closer the number is to an adjective, the more certain
you are of your evaluation.
(1) Unbelievable 1 2 3 4 5 6 7 Believable
(2) Inaccurate 1 2 3 4 5 6 7 Accurate
(3) Not trustworthy 1 2 3 4 5 6 7 Trustworthy
(4) Biased 1 2 3 4 5 6 7 Not biased
(5) Incomplete 1 2 3 4 5 6 7 Complete

Q12. Suppose that you are reading an Instagram influencer’s sponsored post for a skin
care product review. The length of the post is 400 characters (40 lines of text on the
phone screen).
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Please indicate your impression of the post by circling the appropriate number between
the pairs of adjective below. The closer the number is to an adjective, the more certain
you are of your evaluation.
(1) Unbelievable 1 2 3 4 5 6 7 Believable
(2) Inaccurate 1 2 3 4 5 6 7 Accurate
(3) Not trustworthy 1 2 3 4 5 6 7 Trustworthy
(4) Biased 1 2 3 4 5 6 7 Not biased
(5) Incomplete 1 2 3 4 5 6 7 Complete

Q13. The influencer in the post shown in the Questions 5 to 7 tells about her insomnia
story. She has suffered from insomnia since her 20’s. Sometimes, she is awake at 4:00
AM and has difficulty falling back to sleep. Several years ago, she started using the
pillow mist and eye pillow. She states that the lavender scent and aromatherapeutic oils
of the pillow mist helps relax her mind and reduce her insomnia. She also mentions
that herbaceous lavender and organic flax seeds in the eye pillow have benefits of
reducing stress and providing acupressure on eyes.
Suppose that the influencer included the following message at the bottom of the post:
Use promo code COLEBIAN for 15% off your purchase.
Please indicate your impression of the post by circling the appropriate number between
the pairs of adjective below. The closer the number is to an adjective, the more certain
you are of your evaluation.
(1) Unbelievable 1 2 3 4 5 6 7 Believable
(2) Inaccurate 1 2 3 4 5 6 7 Accurate
(3) Not trustworthy 1 2 3 4 5 6 7 Trustworthy
(4) Biased 1 2 3 4 5 6 7 Not biased
(5) Incomplete 1 2 3 4 5 6 7 Complete

Q14. The influencer in the post shown in the Questions 8 to 10 reviews a gel balm
moisturizer. She says that CICA is rich in amino acids, antioxidants, and fatty acids
and has anti-inflammatory and antimicrobial benefits, repairing damaged skin,
reducing itchiness, redness and swelling, and strengthening skin barrier. She mentions
that calamine has benefits of reducing itchiness and preventing infections and zinc
oxide in calamine helps brighten skin tone and fade blemishes. At the end, she tells
about the texture of the product and how her skin feels after applying the product.
Suppose that the influencer included the following message at the bottom of the post:
Use promo code COLEBIAN for 15% off your purchase.

65
Please indicate your impression of the post by circling the appropriate number between
the pairs of adjective below. The closer the number is to an adjective, the more certain
you are of your evaluation.
(1) Unbelievable 1 2 3 4 5 6 7 Believable
(2) Inaccurate 1 2 3 4 5 6 7 Accurate
(3) Not trustworthy 1 2 3 4 5 6 7 Trustworthy
(4) Biased 1 2 3 4 5 6 7 Not biased
(5) Incomplete 1 2 3 4 5 6 7 Complete

*Below is information about a fictitious Instagram influencer.
Ann (@ann) is an Instagram lifestyle influencer. She has over 100K followers on
her Instagram. She holds a bachelor’s degree in History. She documents her dayto-day life on her Instagram account. Her page is a mix of fashion/outfit pictures,
foodies pictures, travel, home deco, fitness, and DIY. On her page, you can find
her favorite food venues, her favorite makeup products, her clothing pieces and
daily breakfast / dinner dishes she loves. She gives life and style tips and posts
reviews of various products.
Q15. Imagine that you have your own skin care brand and you are looking to find an
Instagram influencer to send the person a free skin care product of your company in
exchange for his/her review post. Please indicate your impression of this influencer by
circling the appropriate number between the pairs of adjective below. The closer the
number is to an adjective, the more certain you are of your evaluation.
(1) Not an expert 1 2 3 4 5 6 7 Expert
(2) Inexperienced 1 2 3 4 5 6 7 Experienced
(3) Unknowledgeable 1 2 3 4 5 6 7 Knowledgeable
(4) Unqualified 1 2 3 4 5 6 7 Qualified
(5) Unskilled 1 2 3 4 5 6 7 Skilled

*Below is information about a fictitious Instagram influencer.
Kate (@kate) is an Instagram beauty/skincare influencer. She holds her doctoral
degree in Chemical Engineering. She is a chemical engineer and used to be a
skincare formulator for a big beauty conglomerate. She has accumulated over 50K
followers on her Instagram. Her Instagram page is packed with posts breaking
down skincare ingredients and explaining the science behind skincare. She assesses
skin care products and shares her knowledge about skincare ingredients and antiaging/acne product formulations.
Q16. Imagine that you have your own skin care brand and you are looking to find an
Instagram influencer to send the person a free skin care product of your company in
exchange for his/her review post. Please indicate your impression of this influencer by
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circling the appropriate number between the pairs of adjective below. The closer the
number is to an adjective, the more certain you are of your evaluation.
(1) Not an expert 1 2 3 4 5 6 7 Expert
(2) Inexperienced 1 2 3 4 5 6 7 Experienced
(3) Unknowledgeable 1 2 3 4 5 6 7 Knowledgeable
(4) Unqualified 1 2 3 4 5 6 7 Qualified
(5) Unskilled 1 2 3 4 5 6 7 Skilled

Q17. Suppose that the review post for a pillow mist and eye pillow in the Questions 5
to 7 was created by Ann (@ann) in the Question 15, a lifestyle influencer. The post
contains the reviewer’s insomnia story and tells about how the lavender scent,
aromatherapeutic oils, and organic fax seeds helps calm her mind and put her in the
mood for sleep.
Please indicate your impression of the post by circling the appropriate number between
the pairs of adjective below. The closer the number is to an adjective, the more certain
you are of your evaluation.
(1) Unbelievable 1 2 3 4 5 6 7 Believable
(2) Inaccurate 1 2 3 4 5 6 7 Accurate
(3) Not trustworthy 1 2 3 4 5 6 7 Trustworthy
(4) Biased 1 2 3 4 5 6 7 Not biased
(5) Incomplete 1 2 3 4 5 6 7 Complete

Q18. Suppose that the review post for a gel bam moisturizer in the Questions 8 to 10
was created by Ann (@ann) in the Question 15, a lifestyle influencer. The post
describes about anti-inflammatory and antimicrobial benefits that CICA has. The
reviewer also mentions that calamine prevents infections and zinc oxide in calamine
helps brighten skin tone. Lastly, she explains about the texture of the product.
Please indicate your impression of the post by circling the appropriate number between
the pairs of adjective below. The closer the number is to an adjective, the more certain
you are of your evaluation.
(1) Unbelievable 1 2 3 4 5 6 7 Believable
(2) Inaccurate 1 2 3 4 5 6 7 Accurate
(3) Not trustworthy 1 2 3 4 5 6 7 Trustworthy
(4) Biased 1 2 3 4 5 6 7 Not biased
(5) Incomplete 1 2 3 4 5 6 7 Complete

Q19. Suppose that the review post for a pillow mist and eye pillow in the Questions 5
to 7 was created by Kate (@kate) in the Question 16, an Instagram influencer and a
chemical engineer. The reviewer mentions her personal story about insomnia and how
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helpful those products are to reduce her insomnia. She also stresses that the lavender
scent, aromatherapeutic oils, and organic fax seeds help her relax her mind and reduce
her insomnia.
Please indicate your impression of the post by circling the appropriate number
between the pairs of adjective below. The closer the number is to an adjective, the
more certain you are of your evaluation.
(1) Unbelievable 1 2 3 4 5 6 7 Believable
(2) Inaccurate 1 2 3 4 5 6 7 Accurate
(3) Not trustworthy 1 2 3 4 5 6 7 Trustworthy
(4) Biased 1 2 3 4 5 6 7 Not biased
(5) Incomplete 1 2 3 4 5 6 7 Complete

Q20. Suppose that the review post for a gel balm moisturizer in the Questions 8 to 10
was created by Kate (@kate) in the Question 16, an Instagram influencer and a
chemical engineer. The post contains information about two ingredients, CICA and
calamine. The reviewer says that CICA has anti-inflammatory and antimicrobial
effects and calamine prevents infections. She also states that zinc oxide in calamine
helps brighten skin tone. At the end, she tells about the texture of the product.
Please indicate your impression of the post by circling the appropriate number
between the pairs of adjective below. The closer the number is to an adjective, the
more certain you are of your evaluation.
(1) Unbelievable 1 2 3 4 5 6 7 Believable
(2) Inaccurate 1 2 3 4 5 6 7 Accurate
(3) Not trustworthy 1 2 3 4 5 6 7 Trustworthy
(4) Biased 1 2 3 4 5 6 7 Not biased
(5) Incomplete 1 2 3 4 5 6 7 Complete

Q21. What was your total household income before taxes during the past 12 months?
(1) Less than $25,000
(2) $25,000 to $34,999
(3) $35,000 to $49,999
(4) $50,000 to $74,999
(5) $75,000 to $99,999
(6) $100,000 to $149,999
(7) $150,000 or more
Thank you for taking the time to complete this survey

